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Caltrans Goals

Safety and Health

Stewardship and Efficiency

Sustainability, Livability, Economy  

System Performance

Organizational Excellence



Educate Californians about the sources and pathways of 

stormwater pollution

Change behaviors and habits of the traveling public to 

reduce stormwater pollution

Partner with local, regional and statewide agencies for 

adoption of the campaign message

Campaign Goals



Caltrans  Campaign Challenge

Translate “Don’t Pollute California Waters” into a new 

branded title and pollution prevention campaign with positive 

messaging focusing on more than just trash

Educate the public on the connection between the highway 

and California waterbodies



Conducted 4 focus groups

2 groups in LA

2 groups in Oakland

Quantitative online study - 3 waves

Baseline February 2016

Mid-way June 2017

Final June 2019

Research



Research Highlights
Baseline Study

84% believe there is a connection between highway pollution 
and the quality of water. 

30% avoid littering 

14% make sure there are no leaking fluids 

19% report having intentionally discarded something on the 
side of the highway. 

19% believe that it is inevitable that something will 
accidentally fall out of their vehicle onto the roadway. 

Higher income respondents admitted to illegal dumping more 
often that lower income.  



Research Highlights
Mid-Wave Study (June 2017)

84% continue to believe there is a connection between 
highway pollution and the quality of water. 

95% continue to say that knowing this encourages them to 
maintain their vehicle properly and not litter or cause 
pollution on highways. 

Recent rains and reprieve from the drought-like conditions of 
2015-16 has led to substantially lax attitudes toward water 
quality. 

Confusion between water quality and quantity was very 
apparent. 



Main Campaign Elements:

Campaign branding

Website

Media Relations/Earned Media

Social Media

Public Outreach 

Paid Media

Partnerships

Research

Campaign Creative Artwork

About the Campaign



Key Actions Infographic



Tier 1 Markets: San Francisco, LA (including Riverside/San 
Bernardino), San Diego & Sacramento

Tier 2 Markets: Fresno, Chico, Monterey, Eureka, Bakersfield

Media Markets 2015-2018

Estimated Total Impressions: 
811,284,520

1st Flight (100% Branding)                         Feb 29 – Jun 26,  2016

2nd Flight (70% Behaviors/30% Branding)  Jul 18 – Sept 12, 2016

3rd Flight (70% Behaviors/30% Branding)    Mar 6 – Jun 26, 2017

4th Flight (75% Behaviors/25% Branding)    Oct 2 – Nov 20, 2017

5th Flight (75% Behaviors/25% Branding)  Mar 28 – Apr 30, 2018



Caltrans has worked to develop brand new creative that will be used across 
California in paid media, social media and outreach events.

Creative



Billboards

Northern CA Southern CA



General Campaign Materials

:15 online pre-roll video

English and Spanish Infographics

English and Spanish Activity Books

Digital and Print Billboards

Digital/Online Web Banner Ads Static & Animated 300x250; 
500x500; 320x250; 320x50; 725x90 

Mall Signage

11x17 & 8.5x11 English & Spanish Posters

:15 & :30 Radio Ads

Campaign Logos



Behavior Focused Creative



Tips Flyers

English
Spanish
Hmong
Punjabi
Russian
Chinese
Korean



Pledge Stickers



Other Signage

Producing messages as needed



Earned Media
Focus: 

Secure free, “earned media,” to support the overall “Protect 
Every Drop” stormwater campaign 

Working with local districts: Districts 3, 4 and 12

Core Activities:

Develop media messages and media kit materials

Conduct/support ongoing media outreach efforts with local 
Caltrans districts year-round identifying seasonal topics, 
announcing partnerships, supporting outreach events, 
monitoring the media



Caltrans District 4 
Tarp Your Load Press Event

Timing/Angle: In advance of Memorial Day Weekend 2018

Location: Waterbird Regional Preserve

Partners: Contra Costa Clean Water Program

Coverage: KGO (ABC-affiliate); KPIX (CBS-affiliate); Martinez 
Gazette (local paper); KTVU (Fox-affiliate)



Social Media Program 
Analytics

600,000+ Facebook 
impressions 
(likes/reactions, shares, 
comments) between 
November 2016 – March 
2018

550,000+ Twitter 
engagements (hashtag 
clicks, detail expands, 
retweets, URL clicks, likes, 
replies) between 
November 2016 – March 
2018



Partnerships
Businesses:

CBS: Media outlet in 6 key markets in CA

Outfront Media Inc.: US leader in Out-of-Home advertising

Adopt A Beach

Recology

Santa Clara Valley Transportation Authority

Sacramento State Sustainability Program

Non-profits:

Sacramento Splash

Girls Scouts Troops

Marin Clean Highways

Californians Against Waste



Partnerships
Government agencies:

Sacramento Stormwater Quality Partnership

Contra Costa Clean Water Program

Santa Clara Valley Urban Runoff Pollution Prevention Program

County of Monterey

San Mateo County

City of Roseville Environmental Utilities

California High Speed Rail Authority

CHP

DMV

Fresno Metropolitan Flood Control District

Tahoe Regional Planning Agency



Campaign Adoptions
Adopted the campaign

Made minor refinements in tagline

Included their logos

Contributed dollars toward their own media campaigns

Contra Costa Clean Water Program

Sacramento Stormwater Quality Partnership



Adopt A Beach
75 Trash barrels wrapped from April 15- Sept. 30, 2016 

80 Trash barrels wrapped from April 15- Sept. 30, 2017

Dockweiler State Beach in Playa del Ray, Zuma Beach in 
Malibu, Venice Beach, Hermosa Beach, Will Rogers Beach, 
and Manhattan Beach with an average of 572,090 daily 
visitors.



Outreach efforts include:

Large Venue Events (5 per year) including on-site activation 
activities

One-on-One Outreach (50+ van hits per year)

EcoMedia Community Events (2016 & 2017)

East Bay Regional Park District (Bay Area)

Environmental Charter School (Inglewood)

Statewide Outreach Events 



In the works 

Enhancing the website to make more user friendly

Expanding statewide partnerships to include more 
local and state agencies and businesses and working 
to expand to Southern California 

Continue social media messaging

Continued outreach events/opportunities  

Continue paid media placement:

Fall 2018

Final research study

Looking Ahead  2018-2019 FY



We’re looking for partners!

Contact:

Monica Simonson 

Senior Account Executive at Sagent

916-359-8316

Monica@SagentMarketing.com

Thank you!


